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Penelitian ini bertujuan untuk mengetahui apakah corporate brand image dan 
service quality berpengaruh pada kepuasan pegawai dinas yang terlibat dalam 
kepanitiaan atau Panitia Penerima Hasil Pekerjaan (PPHP) pada proyek konstruksi 
gedung pelayanan catatan sipil, balai kota, Surakarta yang dikerjakan oleh PT. 
Karsa Bayu Bangun Perkasa dan PT. Surya Bayu Sejahtera, serta untuk 
mengetahui peran perceived value sebagai variabel mediasi. Penelitian ini 
dilaksanakan dengan menyebar kuesioner kepada 30 pegawai dinas. Alat analisis 
yang digunakan untuk mengukur peran corporate brand image dan service quality 
dengan perceived value sebagai pemediasi pada kepuasan klien adalah 
menggunakan Structural Equation Model (SEM) dengan menggunakan bantuan 
software PLS (Partial Least Square). Hasil dari penelitian ini menunjukan bahwa 
corporate brand image secara signifikan berpengaruh langsung terhadap 
perceived value dan juga kepuasan klien, service quality secara signifikan 
berpengaruh langsung terhadap perceived value dan juga kepuasan klien. 
Perceived value secara signifikan berpengaruh langsung terhadap kepuasan klien. 
Corporate brand image berpengaruh tidak langsung terhadap kepuasan klien 
melalui perceived value, namun service quality tidak berpengaruh secara tidak 
langsung terhadap kepuasan klien melalui perceived value, itu artinya perceived 
value tidak memediasi hubungan antara service quality dan kepuasan klien.   
 











THE ROLE OF CORPORATE BRAND IMAGE AND SERVICE QUALITY 
ON CLIENT SATISFACTION WITH PERCEIVED VALUE AS MEDIATING 
VARIABLE  







This research aims to understand the effect of brand image and service quality on 
employee’s satisfaction who is involved in the Committee of Work Result Receiver 
(Panitia Penerima Hasil Pekerjaan - PPHP) in a construction project of civil 
registration service building in Surakarta, conducted by PT. Karsa Bayu Bangun 
Perkasa and PT. Surya Bayu Sejahtera, as well as to examine the role of 
perceived value as mediating variable. We distribute research questionnaires to 
30 institution staff. The data will be examined using Structural Equation Model 
(SEM) to measure the role of corporate brand image and service quality with 
perceived value as mediating variable on client satisfaction. This data processing 
will be conducted by PLS (Partial Least Square) software. The result shows that 
corporate brand image has a significant direct effect on perceived value and 
client satisfaction, service quality also has a significant direct effect on perceived 
value and client satisfaction. Perceived value has a significant direct effect on 
client satisfaction. Meanwhile, corporate brand image has an indirect effect on 
client satisfaction through perceived value. However, service quality does not 
have an indirect effect on client satisfaction through perceived value, which 
means perceived value does not mediate the effect of service quality on client 
satisfaction.   
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